ACE 


The helpful place. 


Greetings, 


As an Ace Hardware retailer, it’s important to familiarize yourself with effective marketing strategies and tactics that you can 
implement in your community. Public relations, or the process of generating favorable media placements for your business, 
is a highly valuable marketing tool that allows you to garner objective, third party endorsements for your store, the Ace 
brand, your commitment to the community and the products and services you provide to your customers. 


Ace Corporate Media Relations recommends conducting outreach to your local media to help build awareness of your store 
and its value to the community. Almost every business, whether local or national, has a stake in how it is portrayed to the 
public. As a result, Ace has put together the enclosed Guide to Media Relations to help you navigate the media landscape 
and advance your store’s brand reputation. 


Within this guide, you will find: 


Helpful media relations terminology 
How to reach out to the media 
Interviewing tips 

Recommended Messaging 


SANNA 


If you have any questions as you explore your interactions with the media, please do not hesitate to reach out to the Ace 
Corporate Media Relations via the media relations hotline at (630) 990-3600. 


Best, 


Jessica Rau 

Corporate Media Relations 
Ace Hardware Corporation 
Direct: (630) 990-1478 


Email: jrau@acehardware.com 
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MEDIA RELATIONS TERMINOLOGY 


Advertorial 


AP Style 


Boilerplate 


Broadcast 


B-roll 


Circulation 


Embargo 


Exclusive 


Impressions 


Letter to the Editor 


Media Alert 


Media List 


Online 


Pitch Email 


Pitching 


An advertorial is a paid advertisement in a print publication that looks and reads like a 
traditional news article. 


AP Style is a style and usage guide used by newspapers and in the news industry in the 
U.S., it dictates grammar and punctuation rules by the Associated Press. It is 
recommended that all written communications intended for the press use AP Style. 


A boilerplate is a paragraph of text found at the end of a press release, and briefly describes 
the company or organization mentioned within the release. It is a short paragraph 
consisting of just a few sentences that concisely explains the company. The same 
boilerplate is usually used on every press release the company issues. 


“Broadcast” media refers to either television or radio news outlets. 


B-roll is supplemental or alternate video footage captured by television news stations to 
accompany coverage of an interview or event. Typically, sound is not recorded when b-roll 
is filmed. 


The subscription/distribution rate of newspapers, magazines, and other print publications. 


Information that is embargoed is considered confidential to media and can’t be published 
until the date specified on the media materials. If you wish for your press materials to be 
embargoed until a certain date, you must specify so on the top of every page of press 
materials, as well as communicate it in writing to your press contacts. 


The term “exclusive” describes an interview or piece of news that is offered only to one 
news source. 


The estimated number of people that read or saw a given media placement. Typically 
formulated based on a calculation of the publication’s circulation rate. 


A letter to the editor is a formal platform to respond to an article written in a newspaper to 
agree, express concern, offer an opposing view or congratulate the editor on a well-written 
news piece. When published, they are printed exactly as submitted by the author. 


A media alert or “advisory” is a tool that businesses can use to alert the media, in a concise 
manner, to upcoming newsworthy events. Media advisories should be used as an invitation 
and answer only the important questions: Who, what, when, where, why and how. 


A media list is a directory of media outlets along with names and contact information of 
relevant journalists specific to a certain community or type of media. 


As the media industry continues to evolve, online outlets continue to serve as a major 
source for news. Almost all newspapers and magazines have websites that feature similar 
or identical news as the print version. “Online” media can also refer to social media, 
including blog posts, as well as Twitter, Facebook, YouTube, etc.... 


A pitch email is used to contact a news reporter, assignment editor or producer to share 
an idea for an article or interview — and why it is relevant to that news source. It should be 
short, to the point and should always lead with “what’s in it for the reporter?” 


Pitching is a term often used by public relations professionals to describe the process of 
reaching out to media to secure news coverage. 
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A RELATIONS TERMINOLOGY 


Press Release A press release is a writing tool that encompasses details that are relevant to the media, 


written by a specific company. Typically press releases include a quote from a newsworthy 
source, as well as details specific to the subject that is being publicized. Members of the 
media do not write press releases, they write articles. 


Print The term “print” media refers to newspapers, magazines, newsletters, etc. 


Round-Up Story A “round-up” is an article or news piece that focuses on a broad topic and features many 


products or people. 


Syndicated Syndication is when a journalist publishes an article that is featured in more than one media 


outlet simultaneously. 


Wire Service A paid service that collects and distributes news to subscribers such as newspapers, 


websites and broadcast outlets. 


HOW TO REACH OUT TO THE MEDIA 


Members of the press are people you have to get to know. Building a strong relationship with the media in your local 
community will continually keep you and your store top of mind when they are working on appropriate news pieces. Knowing 
the right people is the key to media relations success. 


For print media, research to see who is writing stories about small businesses as well as home maintenance products 
or projects in your local newspapers, magazines, and online publications. 


When reaching out to local news stations (TV or radio), determine which program you would like to be featured on 

(morning news talk show, evening news, etc.) and reach out to those specific producers. 

o For day-of event news or actual breaking news, reach out to individual assignment desks at each individual news 
station. The assignment desks handle the stories that the station is working on for that day. 

o Please note, in most cases, news anchors do not have decision-making authority over news content. 


Once you have the names and contact information for the appropriate media, compile a short pitch email to send to 
each contact. Think about how you want them to write about your store — identify important details that you want them 
to know about and include this information in your email. 


Develop a simple, yet catchy “angle” for the media to grasp to help distinguish you from the clutter. Examples include: 
o New Ace Hardware store opens in [CITY] to better serve the community 

o Local Ace Hardware expands its community presence in [CITY] 

o Get winter ready with helpful tips and products from your neighborhood Ace Hardware 

o Ace Hardware donates products to local family in need 


Get to the point. Reporters do not have a lot of time to be reading lengthy emails. Think about giving them the “5 W’s” 


— who, what, where, when and why. If a reporter wants to get more information, they will reach out to you, so make 
sure to include your contact information within your email. 
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INTERVIEWING: TIPS 


Know Your Audience 

Know which audiences the reporter writes or broadcasts for and develop message points that will resonate with those 
audiences. Always keep the audience in mind as you are interviewing and try, as much as possible, to imagine yourself 
speaking directly to them. If you are speaking about a product, think about what makes this product relevant for the 
publication or show and be sure to highlight these features throughout the interview. 


Be Prepared 
Come to the interview in command of your facts. Be ready to articulate the one thing you want the audience to take away 
from the interview (i.e. Ace Hardware is the neighborhood solution for residents’ home maintenance needs). 


When talking about specific Ace Hardware products, be sure to have the following visuals and information on hand during 
the interview: 


e Product samples — Showcasing a product is a great way to feature merchandise your store carries, as well as create 
an interesting visual for a television media interview. Always make sure you have tried the product in the past and 
never speak negatively about a product on camera. 

e Pricing information — You don’t necessarily have to disclose a product’s price during an interview, but be prepared to 
answer this question should it arise. 


Be Enthusiastic 

Passion is contagious. The reporter and the public may have trouble connecting to you if your excitement is lacking. 
Communicate why your store is great and make sure that your passion comes through in your messages and body 
language. 


There Is No Such Thing as “Off the Record” 

When it comes to communicating with reporters, assume everything is “on the record” and don’t say anything you 
wouldn’t want to see in print. Often, it’s the smaller publications and lesser-known reporters that are trying to 
make a name for themselves by publishing “inside” or “exclusive” information, so keep in mind that all 
reporters/publications should be viewed as important interviews for your store. 


It’s Not Over ’Til It’s Over 

Reporters often get people to say things they hadn’t intended to disclose by ending the interview and then 
continuing to talk in a friendly, conversational style. As long as a reporter is present, the interview is not over. 
Again, don’t say anything you wouldn’t want to see in print. 


Remember Your Manners 

If you are busy and can’t make time to give a media interview, you may want to think again. Keep in mind that a 
reporter on assignment needs to get their job done no matter what, so if you can’t help them out they will likely 
turn to your competition. When you do connect with the reporter, be sure to convey a sense of appreciation to the 
reporter for their time and interest in Ace Hardware. 


Always thank the reporter for their time, and if it is a lengthy interview or on-site meeting a thank you note is 
always appreciated and gives you another chance to touch the reporter with your company information. 


It’s Okay to Say, “I Don’t Know” 

Contrary to what you may think, reporters would rather have accurate information than fabrication. In print 
interviews, if you do not know the answer to the reporter’s question, it is perfectly fine to ask the reporter if you 
can respond with the information in a follow up phone call or email. You should always ask for the reporter’s 
deadline to ensure you get the right information to them in the time they need. Never respond to questions based 
on unfamiliar facts. 


Examples: 

e “Let me research that information for you, | want to make sure | provide you with accurate figures.” 

e “Il do not have that information available at this moment, but can get back in touch with you later today with 
the details.” 
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INTERVIEWING: TIPS (CONTINUED) 


For broadcast interviews, if you are asked a question on live television or radio that you do not know the answer 
to, simply bridge away from the question, here’s an example: 


e “I’m not sure about that, but what I can tell you is that we are thrilled to be a part of this community.” 
e “I don’t know that answer off the top of my head, but you can always visit our website for more information or 
give us a call.” 


Smile! 

The most successful sales people smile even when they are selling over the phone. You are selling your store 
during your interview. Smiling helps you keep your tone and pitch friendly. 

Reporters are People Too 

Reporters need a little warming up so don’t be afraid to develop a relationship prior to the interview by talking 


about easy subjects. Examples include hobbies, interests, weather, pop culture, etc., but remember not to say 
anything you wouldn't want to see in print. 


Print Interview Tips 


e Know what you want to convey in the interview. Be familiar with all the store and product information you plan to 
discuss and determine the key points you want to express prior to the interview. 


e Have copies of your press release on hand to provide to the reporter for background. 


e Don't be rushed into answering. Don't feel obliged to fill "dead air" after a tricky question. Just pause, think — and then 
answer. You should always feel like you are in control of the interview. 


e Keep your responses simple, but not condescending and make sure to use phrasing the reporter and the public will 
be familiar with. If you do go into technical specifics about a product use simple terms. 


e Don’t answer a question out of your area of expertise, even if you know the correct answer. Refer the reporter to a 
staff member or associate who has the proper title/authority, whenever possible. 


e Don’t argue with a reporter, even when provoked. If a reporter provides his or her negative feedback on a product, 
don’t be confrontational. 


e Don’t disparage the competition. Answer questions about competitors with facts, and don’t color the facts with 
judgmental comments. 


e Don’t answer hypotheticals, especially when pertaining to products and how they can be used. Simply state the 
proper usage provided to Ace Hardware by the manufacturer. 


e Whenever possible, try to respond in a complete sentence. 


e Don’t be compelled to say more than you need to, an interview is not a conversation. 
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RVIEWING: TIPS (CONTINUED) 


TV Interview Tips 


Take the time to look in the mirror. Straighten your hair, tie or scarf. You don’t want viewers to be distracted by a 
crooked tie and miss hearing your words. 


Dark clothes look best on TV. Try to avoid patterned and white shirts. 

o  Anice pair of khakis or jeans and a button-up Ace-branded shirt is appropriate for your appearance. 

o Accessories should be simple, try to avoid flashy jewelry or anything that will take attention away from the 
interview. 

o Glasses often reflect bright studio lights, try to wear non-reflective lenses or take your glasses off for the interview. 


Vary the pitch, tone and speed of your voice and feel free to pause to think through your answers. 
o Talk clearly in short phrases and try not to talk too fast. 
o Use strong, easy words. 


Project confidence. It is natural to become nervous before a live television segment, so take deep breaths and relax 
prior to the start of the segment. 


Smile and use positive body language. 


Use hand gestures to draw attention away from yourself and onto the products featured in the interview. Hand 
movements should be slow and deliberate — like moving your hand through water. 


Have copies of your press release on hand to provide to the reporter for background. 


Make sure the reporter knows your full name and title so that they can correctly feature it on the screen during the 
interview. 


Ask if you should look into the camera or at the reporter. 

Bridge your messages to the reporter’s questions to help create better sound bites. 
Example: 

Question: What color is the sky? 


o Wrong Response: Blue. 
o Right Response: The sky is blue. 
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TRICKS OF THE TRADE 


Redirecting the conversation. If the interview topic moves off-focus, or should you not be entirely sure of the answer to 
a question, redirect the conversation using the following sentence starters: 
o Let me put that into context... 
Taking a broader look... 
Putting that into perspective... 
| might frame the question differently... 
| can’t speak to that, but what | can say is... 
don’t know about that, but what | can tell you is... 
That’s not my area of expertise, what I’d like to tell you about is... 


Grab the attention of your audience by using “hook” phrases, such as the following: 
o The most important thing | want to tell you about is this... 

What you absolutely need to know is... 

| want everyone to remember this one thing... 

This is the most exciting thing you are going to hear today... 

The best thing you can do... 


oo0°0 


Don’t repeat a reporter’s negative terms or phrasing. You don’t want that to be the clip that shows up on TV. Ifa 
reporter asks a negative question, you don’t have to answer it. 


If you are asked to "chat" while the cameraman shoots "B" roll be sure your body language and comments are 
appropriate. Don’t assume your voice will not be captured. 


Corporate Messaging: Focused on “Community Connectivity” 


Committed to helpful — At Ace, we pride ourselves on being the best, most helpful hardware stores on the planet. 
Our company's network of more than 5,200 stores around the world is focused on delivering outstanding customer 
service, driven by Ace's heritage of exceeding customer needs for 95 years. 


Pulse of Main Street — Ace’s retailers are small business owners who have a pulse on Main Street America. Given 
Ace’s co-op structure, our retailers are as unique as the communities they serve. They are intimately connected to 
their communities in a way that differentiates them from big-box competitors. 


More personal experience — We provide a more personalized shopping experience compared to big box 
competitors, and our retailers provide quality products and services that are tailored to fit the unique needs of the local 
communities we serve. 


Small business enabler — Ace is a small business enabler. Our retailers are connected to the needs of the small 
business owner. We provide the tools and support to help entrepreneurs launch and grow their business, and become 
leaders in their local communities. 


Small business driving big business — Ace is an example of small business driving big business. Ace began 95 
years ago as a group of small businesses that have since helped to grow local communities and rebuild local 
economies. 


Ace is connected to the communities it serves — Ace’s philanthropic efforts are centered on community 
connectivity. From the work of our Ace Hardware Foundation to the need-based initiatives driven by Ace’s retailers in 
their local market, our unique position enables us to deliver services to address the most critical needs in the 
communities we serve. 


Pride in the Ace brand — Ace is a great place to work. Ace’s focus on people, community, and its commitment to 


“being helpful” instills pride in Ace’s employees and retailers to deliver on our mission to be the best, most helpful 
hardware stores on the planet. 


7|Page 


PUBLIC RELATIONS GUIDEBOOK 2020 


Weather/Natural Disasters 
Blizzards, hurricanes, tornadoes, wildfires, flooding, extreme heat/cold, drought 


Hardware and home improvement stores are often top of mind for media during weather emergencies. The press like to 
drop in unexpectedly to capture a variety of scenes, from inventory levels to customer reactions. On occasion, the media 
will attempt to sensationalize a weather emergency by showcasing empty shelves, irate customers and uninformed store 
managers. 


Ace’s corporate media relations team can source real-time updates from the Supply Chain department regarding product 
inventory, ordering and shipment status. 


What NOT to say: 
e We're out of salt, shovels and snow blowers... and we’re not getting any more until next Tuesday. You might want 
to try the Home Depot down the road. 
e Our product shipment is delayed because of the snow, we can’t get anything from Ace corporate.... so we’re out 
of luck, and so are you! 
e We're shutting down the store for the weekend; there is just too much snow. 


Recommended, example language: 
e We're selling through product quickly and will be re-stocking shelves just as fast as we can. 
e We have more trucks on their way from the Ace warehouse as we speak; we’re moving mountains to make sure 
our customers have what they need for this storm. 
e Ace’s corporate team has been on top of this storm since the very beginning and is moving as much key product 
into our region, as fast as they can. 
e Our doors will be open this weekend; we’re here if you need us! 


Macro-Economic Issues 

Many macro-economic issues are currently trending in mainstream media, both nationally and locally. These issues can 
be highly polarizing. Be thoughtful of your stance and how it will affect your business, potential impact to your fellow 
retailers, consumer sentiment, shopper loyalty and overall reputational advancement/damage to the Ace brand. 


Generic response statement: Ace Hardware stores are independently owned and operated; each individual store owner is 
able to decide whether or not to [XYZ]. 


Hot topics to be aware of: 


- Minimum wage vs. living wage - Market uncertainty 

- Product issues - Brick and mortar to digital landscape 

- The Affordable Care Act - Internet sales tax 

- Small business regulation - Retail technology security (fraud protection) 
- Consumer spending - Social issues 

- Unemployment and inflation - Political rhetoric 


Focus on Bridging: 

e Despite what’s happening in Washington, DC, your helpful hardware folks are here to make sure you have what 
you need to get the job done, the first time. 

e Ask any small business owner and they will tell you they prefer less regulation and lower taxes. But what’s most 
important to know is that as an independently owned business, Ace is able to play an important role in 
communities across the country, including [CITY]. 

e We’re never going to out-pace some of the giant online retailers and that’s OK because there is always going to 
be a need for the neighborhood hardware store. 
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Community and Social Responsibility 


Local media enjoy covering community events, particularly when there is a philanthropic focus, and especially during a slow 
news cycle. Try to keep recent statistics on-hand of what organizations you support, as well as how much money/product 
donations have been given and how many volunteer hours your staff has dedicated to a cause. These are great elements 
to share with the press. 


Also consider other ways you affect the community; through sustainability/green efforts, diversity, small business activism, 
volunteering, etc. 


Suggested messaging: 


e AtAce, our goal is to be helpful, both inside and outside our store walls. 

e As asmall business owner, management and associates at [STORE NAME] live where you live. We send our 
children to local schools; we support local charities and shop local, too. 

e Asa part of the community, we support [XYZ] local charities and have donated more than [XX] hours of our time, 
[$XX] in donations and [$XX] worth of product donations over the past year. 

e Ace Hardware is a proud supporter of Children’s Miracle Network Hospitals. In the past year, [STORE NAME] has 
donated more than [$XX] to Children’s Miracle Network Hospitals, directly benefitting [LOCAL HOSPITAL NAME]. 


Legal/Crisis Issues 


Members of the press love to latch onto and break any news that could be related to a legal issue or crisis situation. The 
most important thing to know is that you do NOT have to comment or make any statement to the press. 


Recommended Action Plan: 
e If cameras and reporters show up at your store, let them know that you are looking into the issue, but cannot give 
comment at this time. 
o Relay instructions to your store managers that they too, should not comment on the matter. 
e Call your attorney for recommended counsel. 
e If warranted, consider filing a claim with your insurance company. 
e Call Ace Corporate Media Relations who can help provide guidance and help draft a recommended statement. 


Examples: 
e Employee issues 
Consumer issues 
Man-made disasters (water contamination) 
Legal matters/litigation 
Situations involving local authorities 


